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Abstract: The aim of this study is researching on the policyholder`s satisfaction from life 
insurances and the factors affecting it in four under investigation companies. For this purpose, 
four indexes have been taken into account, including: innovation, exaggeration in describing life 
insurance, disagreement between expectation with reality and non-financial performance. For the 
purpose of collecting data, the way of probable classified sampling has been applied. With regard 
to the measure of the sample, 316 questionnaires have been distributed. Research results show 
that there is a meaningful relation between innovations, exaggeration in describing life insurance, 
disagreement between expectations with reality, non-financial performance and policyholder`s 
satisfaction. 
Key Words: Innovation, exaggeration in describing life insurance, disagreement between expectations with 
reality and non-financial performance. 
1- INTRODUCTION 
The product of insurance institutions is ' securing 
peace of mind against risks'. It appears that the 
need for such a product has been since the 
beginning of human`s life and all the time has 
attended him. Cooperation and group collaboration 
on assistance in compensating losses resulting from 
unwanted incidents are the first responses to this 
need. As it's clear, this need has vital aspect not 
cultural aspect and in parallel with development of 
the societies and increase of life risks, is extending. 
Nevertheless, in spite of the need for life insurance 
in Iran, the demand for it is low and many of the 
developmental indexes for life insurance such as 
insurance premium per-capita, premium gross 
national product ratio (GNP), etc, not only are not 
comparable to developed countries, but even are 
lower than developing countries. That is to say; 
nevertheless, the need to secure peace of mind 
about the future, in policyholder`s view life 
insurances aren`t so in demand that persuade them 
to produce and supply more and more. But how is 
this contradiction justifiable? (Asoodeh, 2010). 
Present research intends to survey the factors 
affecting the policyholder`s satisfaction of the life 
insurances. In the hope that the results of the 
research will be useful in direction of promoting 
the insurance services according to the 
policyholders' value desirability with the final 
purpose of customer centrality in the insurance 
industry. 
2- STATEMENT OF PROBLEM 
Glancing at the past researches concerning life 
insurance shows what has been often surveyed is 
the factors that have prevented life insurance from 
developing and growing. In these researches, the 
factors such as lack of planning, cultural, and 
economical obstacles, etc have been specified as 
the causes of the problem. These measures and 
efforts are valuable and considerable, but this 
problem has been considered only from view point 
of the authorities of the insurance institutes and 
therefore the problem is reckoned resulting from 
the insured. The subjects such as whether the 
insurance companies have provided what the 
insurance demand, whether the insured companies 
have tried to attract customer satisfaction and how 
much they been able to provide the insurances 
which conform to the insured's demand, have been 
considered less. 
Thus it's necessary to define the insured's view 
about the insurance companies that should be to 
say. The insurance company is assessed from the 
insured's view. So long as the insurance company 
doesn`t know what the insured demands, what 
his/her need is, how and with what quality she/he 
demands the life insurance services, which factors 
are valuable for the insured when his/her need or 
demand is, where she/he should propound this need 
and generally how the customer satisfaction is 
obtained, how can it provide the insurance cover 
demanded by the insured desirably?  Here the 
importance of identifying customer`s needs and 
wants is revealed. Therefore by this identification, 
the authorities can compile and execute the correct 
planning, proper organizing and logical strategies 
in direction of providing the insured`s demand. If 
we see that in recent years, demand management in 
the insurance companies has been considered less, 
and consequently, the insured`s needs and wants 
have not come true, has been mostly because of 
non-recognition of their needs and wants. 
3-IMPORTANCE AND AIM OF THE STUDY 
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Although researching on the indexes of the 
customer satisfaction is fundamental and important 
for the profit institutions, but it is a vital matter and 
an undeniable necessity for the insurance company 
and all of the self governing public institutions. On 
the average, the insurance companies lose about 10 
to 30 percent of their customers per annum, but 
they don`t often know why, when and which 
customers they have lost, most companies without 
worrying about the customers whom they lose, 
customarily put more emphasis on absorbing new 
customers. Such companies are like a bucket full of 
holes that lose their customers like water and the 
managers of the company instead of clogging up 
the holes, are searching for new sources for 
absorbing customers more and more. 
(Palazon,Vidal and Delagado-Ballester, 2005).  
Evaluating of customers` satisfaction is one of the 
most important activities for every institution. In 
fact the institution that is able to evaluate the 
customers` satisfaction as if continually has its own 
vital signs in front of its eyes. And is able to 
control them and with attention to them, advances 
it. Today in modern world evaluation of customer 
satisfaction has been converted from a modern 
model into a necessity. (Gupta and Sharma, 2004). 
Peter draker` believes if you have a system that 
evaluates customer satisfaction continually as if 
you have blood pressure, heartbeat, and vital signs 
in front of your eyes. Regarding to the mentioned 
cases, present research intends to achieve below 
research objects; 
1- Main object; evaluating the factors affecting 
customer satisfaction of life insurance. 
2- Practical object; measuring the rate of customer 
satisfaction from life insurance and proposing 
solution for improving customer centrality in the 
insurance industry and drawing more attention to it. 
4- LITERATURE REVIEW AND 
THEORETICAL FRAMEWORK  
In view of the importance of life insurance as an 
important index in developing the insurance 
industry, in recent years many researchers have 
been carried out on the life insurance, some of 
them are mentioned below; 
A: a research under the title of `Evaluating the 
relations between financial criterions and 
company`s non-financial performance, case study, 
public insurance companies, Tehran branch, has 
been carried out by Nasrin Azar for receiving her 
MA degree from Tehran university in 2010. 
1- The insurance companies with higher financial 
performance enjoy higher customer satisfaction. 
2- The insurance companies with higher financial 
performance enjoy higher employee satisfaction. 
3- There is a meaningful differentiation between 
the insurance companies with high employee 
satisfaction and the companies with low employee 
satisfaction with respect to the customer 
satisfaction. 
B: a research under the title of ` Evaluating relation 
between privatization in the insurance companies 
and the insured satisfaction' has been carried out by 
Farshad Elyasi from Tehran Payamnoor University 
in 2011. This research has shown there is a relation 
between customer satisfaction and privatization. 
That is to say that customer satisfaction in public 
insurance companies is lower than the private 
insurance companies and the main structure of the 
management levels of private insurance companies 
is composed of manpower retired or separated from 
public insurance companies. In many cases the 
modified policies of the public companies are used 
in the private companies. 
Theoretical framework 
Jorge Homens theory 
If somebody frequently receives a specified reward 
of service but the service provided for him/her isn`t 
changed we say that, he/she is being saturated with 
that service. In other words the value of the service 
provided for him/her has been gradually decreased. 
According to the `value theorem' that person 
becomes less inclined to carry out an activity 
results in that service. The emphasis of the theorem 
is on the recent past because many services may be 
provided for persons with which they are saturated 
only temporarily. In this case food is the best 
example. (Tavassoli, 2003) 
At present, change in the country`s insurance 
industry are occurring so rapid that make the 
insurance companies and their technical changes in 
a manner that by supplying new services and 
products which have new advanced technologies, 
guarantee customer satisfaction and consequently 
their own permanence. Regarding competition 
atmosphere ruling on the insurance industry this 
matter involves innovation and creativeness. In 
fact, because of multiplicity of the insurance 
companies and diversity of the provided covers, the 
insured announce their satisfaction by way of 
buying novel insurance policies which include their 
objects and because of having been saturated with 
the past covers, show slight inclination to buy 
archaic and likely deficient covers. Among 
innovative measures having been accomplished in 
direction of getting the insured satisfaction in 
recent years can mention providing new covers 
such as traveler insurance policies; for example, 
AXA insurance policy and liability insurance 
policies for blood products consumer. (Nikgohar, 
2008). 
Nigel Hill`s Theory 
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Nigel Hill propounds and dissects one of the major 
theories about customer's satisfaction under the title 
of ' Theory of publicity gap'; surely, one of the 
most important issues in all institutions is customer 
satisfaction and thus one of the main reasons for 
declining customer is their dissatisfaction. The 
main reflective reason for studying customer 
satisfaction can be resulting from the companies, 
marketing communications because of their 
enthusiasm for attracting customer, by 
exaggeration in describing their service or product 
advantages, they can cause some expectations 
(which will be hard to meet) to form in customer`s 
mind. For example, recently one of the American 
air lines has exhibited publicity showing a traveler 
who has taken off his shoes and slept and a hostess 
took his shoes and polished them. Then without a 
word, she put them in their place. Thus publicity is 
regarded as a false satire by travelers because they 
haven`t received such a level of services. (Hill, 
2005).  
In fact, situations in the insurance are the same. 
That is to say, before an insurance company 
publicizes a service, it should make necessary 
arrangement for providing a service that service 
publicized. The institution peculiar to this work 
should be defined and also accounting directions, 
insurance policy and reference sites of customers 
should be determined. If these arrangements aren’t 
due to be done by insurance agents, this matter 
should be announced too. It be created 
circumstances that customer confidence in the 
insurance company to be flagged or lost. This 
situation is the worst state that may come about in 
an institution in relation to its clients'. Its 
importance is especially for this respect that 
dissatisfied clients statements are transferred 
immediately mouth to mouth by way of publicity 
and the seeds of mistrust are sowed there from. For 
example, in much publicity we have encountered 
the sentences such as, ' with general car insurance, 
travel enjoying peace of mind'. Or ' don’t worries 
about accident, the insurance protect you'.  In this 
case, the insured who have had an accident can 
evaluate the overacting of the claim of the 
insurance company and transfer the result of this 
evaluation is their own satisfaction or 
dissatisfaction to other customers. In short, firstly 
the publicity matter is not simple as much as some 
insurance companies can think, but it is specialty of 
the insurance experts. Secondly, it is true that 
everything is propounded supposing that it's 
publicizing, and pay no attention to resistances and 
clashes. Thirdly, surely it is improper supposition 
that it's not necessary the publicized matter 
completely conforms to truth.  
Estephan Birabins` theory: 
According to Stephan birabins` view ' Humans 
usually compare what they achieve from one 
situation with what they give to the institution, and 
then compare it in proportion to others' output and 
even other institutions'. If the proportion related to 
input and output of a person is equal to other 
persons', fairness has been observed and if the 
proportions are not equal, in this case, fairness has 
not been observed.'(Birabins, 1998). 
Therefore the insured expects in lieu of inputs as 
spending time for referring to the insurance branch, 
collecting information, trying, money(premium) or 
time that s/he spends on an exchange, obtains 
outputs such as saving time, receiving reward, 
enjoying product or service with desired 
performance recovery of claim and securing peace 
of mind. If she/he compares her/his state with the 
others who have contract with other insurance 
companies and gets less outputs, s/he feels that 
fairness has not been observed. This feeling causes 
her/him to be dissatisfied and therefore s/he can do 
measures in direction of reforming unfairness or 
removing it. 
5- QUESTIONS AND HYPOTHESIS OF THE 
RESEARCH 
Research questions: 
1- Which factors are affecting the policyholder's 
satisfaction from life insurance? 
2- How much is the importance rate of each of 
factors affecting the policyholder's satisfaction of 
life insurance? 
Research Hypothesis 
1- If innovation in the product or service provided 
for customer is low, his/her satisfaction decreases. 
2- If the advantages of a product or a service are 
overstated, customer satisfaction decreases. 
3- If the expectations are formed in the customers 
who don’t conform to the reality, customer 
satisfaction decreases. 
4- If quality of company's non-financial 
performance is high, customer satisfaction 
increases. 
6- RESEARCH METHODOLOGY 
The research carried out in the manner of 
measuring and by use of interviewing based on 
questionnaire. Statistical society of the research 
was 3546 insured of the insurance company and by 
way of proportional probable accident classified 
sampling, 316 questionnaires were distributed 
among samples. For narrative definition of the 
questionnaire, primary plan of the questionnaire 
was prepared by studying relevant references and 
by using indexes and extracted concepts and was 
reviewed by masters and experts of this research 
realm. Consequently, some cases were proposed 
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for reforming and final questionnaire was complied 
after exerting reforms. 
For defining permanency of the questionnaire, 
Cronbach's coefficient alpha was used. The value 
of alpha for the variable of non-financial 
performance: 0/769, for the variable of innovation 
0/713, exaggeration the variable of exaggeration in 
describing life insurance 0/908; variable of the 
insured's expectations which don’t conform to the 
reality 0/869 and the variable of satisfaction was 
0/770. Therefore, considering the values of variable 
alpha are more than %70, we can rely on the 
permanency of the questionnaire.  
In this research for analyzing data, statistical 
indexes such as frequency, frequency percentage, 
and frequency table and also regression's single- 
variable statistical test have been used. The 
explanations related to conceptions of key phrases 
having been applied in this article are as follows: 
EXAGGERATION: is misleading other person 
deliberately and enumerating features and 
applications of an object, a product, goods, or 
service such as propounding intentionally feigned 
information which are stated contrary to the reality 
or making the pretence to have full authorities by 
the interested party While it's not so. (Hill, 2006).  
PUBLICITY: is a form of communications, which 
carries out for the purpose of affecting society view 
on some of causes or situations and often 
propounds elected facts for promoting particular 
purposes or uses produced messages in order to 
stimulate feeling instead of rational reply. Publicity 
error is sale representatives and employees 
enthusiasm for attracting customers, 
consequentially, by overstating the advantages of 
their product or service they cause to form 
expectations in customer's mind (which will be 
hard to meet). (Hill, 2006). 
ECONOMIC REALM: in this realm, overstating in 
publicity appears as global economic competition 
for providing products or services. On this basis, by 
way of attracting confidence of people, publicities 
try to state possibility of earning economic profits, 
in case of selecting a product or service. 
ATTITUDE REALM: in this realm, publicities 
intend to affect the various strata of people and 
public opinion of society by way of some claims 
such as facility of accessing to the services. (Hill, 
2006). 
EXPECTATIONS (un-realistic): situations are 
important when you try to conform them by force 
to your expectations and ideas about circumstances 
of the cases. If reality doesn’t conform to your 
expectations, it can cause conflict. Hill argues that 
the most important factor which is indicative of 
customer's incorrect expectation is his/her 
conceptual mistake. (Hill, 2006). 
CONCEPTUAL MISTAKE: Tom Peters believes 
that conceptual mistake is disagreement between 
customer's inner conceptions and service 
expectations. (Hill, 2006). 
INNOVATION: is a thought, a matter or an object 
that an individual or another unit of receiver 
conceives it as new thing. (Kelly, 2008). 
Innovation can manifest in a form of ideas, 
theories, insights or new objects and also 
restructuring sciences and other grounds such as 
forming a new idea in constructing biological 
things in a manner that these innovations are 
reckoned to be initiative phenomenon and 
scientifically, aesthetically, technologically and 
socially valuable. (Hoseini, 2000). 
PROPER NON_FINANCIAL PERFORMANCE: 
here we deal definition of non-financial 
performance indexes; 
1- Respect; a customer as a human has an 
independent identity and expects to be created with 
respect. 
2- Environment adornment; in case the quality of 
goods or services provided by the agencies is equal 
in level, customers usually show more inclination 
towards an agency whose environment is cleaner 
more beautiful. 
3- Seller's superficial manifestation which consists 
of two aspects; 
A- Seller's clothing which is his/her very style of 
dressing. 
B- Individual features such as rhetoric appropriate 
to his/her voice, talking speed, voice intensity, self-
reliance, speed of action, punctuality in working, 
etc. 
4- In the service sector, matters such as duration of 
doing services, truthfulness, reliability etc, are 
important for customers and other persons. 
(Armstrong & kotler, 2001). 
SATISFACTION (Policyholder): the insured's 
satisfaction is a positive feeling that is formed in 
person after using goods or enjoying a service. This 
feeling is formed as the result of equality between 
customer's expectations and provider's 
performance. If goods or service received by the 
customer is appraised to be at the same level with 
his/her expectations, satisfaction feeling is formed 
in him/her. In case the level of goods or service is 
higher than the level of customer expectations, this 
causes him/her to be tickled pink and if the level of 
goods or service is lower than customer 
expectations, this results in customer 
dissatisfaction. (Kavoosi & Saghaye, 2006). 
Since dependant variable of this research is the 
policyholder's satisfaction, in order to be assured of 
accuracy of the variable measurement, we have 
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tried to put more questions. Therefore the questions 
related to measuring the rates of the insured's 
satisfaction have been examined in 2 sections; A- 
practical. B- Theoretical. 
7- RESULT  
The first hypothesis; 
 'Evaluating innovation effect on customer 
satisfaction.' With the attention to the results of 
regression test about the connection between 
independent variable, i.e. innovation and dependant 
variable. I.e. the insured's satisfaction, in one-side 
variance analysis table, one meaningful level 
became less than 0/05, that is to say H0 is rejected, 
and H1 is verified. In fact, regression test resulted 
in verifying the first hypothesis. In summarized 
model- rate table, the square of R has become 
0/075; I.e. independent variable (innovation) has 
the potential for making dependant variable (the 
insured's satisfaction) clear amount to 0/075, plus 
sign of coefficient β in standard coefficients shows 
that there is a direct positive connection between 
innovation and customer satisfaction. 
The second hypothesis; 
 'Evaluating exaggeration effect on describing the 
advantages of life insurance on customer 
satisfaction.' With regard to the result of regression 
test about the connection between independent 
variable, i.e. exaggeration in describing the 
advantages of life insurance and dependant 
variable, i.e. the insured's satisfaction, in one side 
variance analysis table, one meaningful level 
became less than 0/05, that is to say in the light of 
present information, H0 is rejected and H1 is 
verified. In fact, regression test resulted in 
verifying the second hypothesis, in summarized 
model- rate table, the square of R has became 
0/321, i.e. independent variable (innovation). Has 
the potential for making dependent variable (the 
insured's satisfaction) clear amount to 0/321. Plus 
sign of coefficient β in standard coefficients shows 
that there is a direct positive connection between 
exaggeration in describing the advantages of life 
insurance and the policyholder's satisfaction.  
The third hypothesis; ' Evaluating the effect of the 
policyholder's expectations which don’t conform to 
the reality on customer satisfaction.' With regard to 
the results of regression test about the connection 
between independent variable, i.e. the insured's 
expectations and dependant variable, i.e. the 
insured's satisfaction, in one- side variance analysis 
table, one meaningful level became more than 0/05, 
that is to say in the light of present information, H0 
is rejected and H1 is verified. In fact regression test 
resulted in verifying the fourth hypothesis. In 
summarized model- rate table, the square of R has 
became 0/381, i.e. independent variable (the 
insured's expectations) has the potential for making 
dependent variable (the insured's satisfaction) clear 
amount to 0/381, plus sign of coefficient β in 
standard coefficients shows that there is a direct 
positive connection between the insured's un-
realistic expectations and customer satisfaction. 
The fourth hypothesis; ' Evaluating the effect of the 
insurance company's performance quality on the 
customer satisfaction.' Regarding the results of 
regression test about the connection between 
independent variable, i.e. the company's non-
financial performance quality and dependent 
variable, i.e. the insured's satisfaction, in one –side 
variance analysis table, one meaningful level 
became less than 0/05, that is to say in light of 
present information, H0 is rejected and H1 is 
verified. In fact regression test resulted in verifying 
the fourth hypothesis. In summarized model- rate 
table, the square of R has became 0/061, i.e. 
independent variable (non-financial performance) 
has the potential for making dependent variable 
(the insured's satisfaction) clear amount to 0/061, 
plus sign of coefficient β in standard coefficients 
shows that there is a direct positive connection 
between the insurance company's non-financial 
performance quality and the insured's satisfaction. 
8- CONCLUSION  
The term of course analysis is used to apply multi-
variable regression for inferring cause and effect 
relations between observed variables. Course 
analysis, shows which courses are more important 
or more meaningful. (Azar, 2007).  
Here, regarding proposed hypothesis we deal with 
analysis of present courses; 
Hypothesis1; if the insurance company's non-
financial performance quality is high, the insured's 
satisfaction from life insurances increases. 
In the light of carried out course analysis and 
accuracy of the coefficients, the minimum of 
coefficient β (0/06261), which is indicative of the 
least of influence coefficients, related to 
independent variable of this hypothesis, i.e. the 
insurance company's non-financial performance. 
Hypotheses 2; if innovation in the insurance is low, 
the insured's satisfaction decreases. 
In the light of carried out course analysis and 
accuracy of the coefficients, coefficient β 
(0/46234) relates to independent variable of this 
hypothesis, i.e. innovation in the insurance. 
Hypothesis 3; if the advantages of the insurance 
cover or its service is exaggerated, the insured's 
satisfaction decreases. 
In the light of carried out course analysis and 
accuracy of the coefficients, coefficient β (0/510) 
relates to independent variable of this hypothesis, 
i.e. exaggerating the advantages of the insurance. 
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Hypothesis 4; if un-realistic expectations are 
formed in the insured, their satisfaction decreases. 
In the light of carried out course analysis and 
accuracy of the coefficients, the maximum of 
coefficient β (0/7686) relates to independent 
variable of this hypothesis, i.e. the insured's un-
realistic expectations. 
 Research Suggestions 
- Connecting the first hypothesis, ' if the insurance 
company's non-financial quality is high, the 
insured's satisfaction from life insurance increases.' 
Below suggestions are proposed: 
The insurance companies should pay attention to 
develop skills of their employees issuing insurance 
policy of their own or their agencies and try to 
select their employees among the talents for 
selling. By the way, it is necessary that the 
insurance companies train their managers and 
employees of insurance policy issuing section 
concerning sale methods and manner of behaving 
towards the insurance whether at the outset of 
employment or in the course of duty. In addition, 
the companies should give more rewards to the 
employees, branches or agencies which in direction 
of the insured's satisfaction have tried more. 
Regarding the nature of insurance services and 
fundamental role of variable sale agents' and 
employees behavior towards the insured, it appears 
that employees who are expert, skillful, 
experienced and familiar with proper human 
relationships and are supported by management 
system reckon the key for satisfying customers. In 
order to have proper human forces, four principles 
should be considered. These principles consist in 
selection, training, supporting, and payment. 
Selecting individuals who have scientific and 
behavioral competence, and reinforcing their 
behavioral and technical skills by the way of proper 
continual training which is able to supply the 
insured's needs against technological changes, is 
one of the cases that, should be considered. Most 
institutions conceive that training their employees 
is expensive. Although this matter causes 
institutional expensive increase over a short term, 
but is reckoned to be an investment with high yield 
over a long term. Skillful experienced trained 
human force is like fresh blood which circulates in 
the veins of the institution and helps it to realize its 
goals. 
- Below suggestions are proposed in relation to the 
second hypothesis, ' if innovation in the insurance 
is low, the insured's satisfaction decreases.' 
The research findings show that presenting 
technical consultation to the applicants for buying 
the insurance cover in life insurances before issuing 
insurance policy is one of the insured's fundamental 
needs or expectations. Therefore, the insurance 
companies should give necessary information to 
the applicants by employing individuals familiar 
with insurance affairs in issuing sectors so that the 
applicants decide to buy their own necessary life 
insurance with more awareness.  
According to the market study and the needs of the 
insured and customers, the planners of the 
insurance institutions should attend to plan the 
insurance and compile the insurance policies and 
the kind of society individuals' intended insurance 
cover and after evaluating precisely, provide them 
for the applicants. In other words, the reaction of 
the applicants and the insured's to the insurance 
services and the quality of providing them should 
be evaluated continually. Therefore, obtaining the 
information from the market will cause that the 
planners, and the authorities, always advance in an 
endless route and naturally are informed about the 
quality of the insurance services and the manner of 
providing them. 
The insurance companies should increase their rate 
of action by mechanizing the issuance of the 
insurance policy and the payment of losses. 
Unfortunately, it is still observed that some of the 
insurance companies don’t enjoy one 
comprehensive informational system and 
sometimes it has been seen that even the computers 
in the department of issuing insurance policy don’t 
connect to the computers in the department of 
policy losses and for example in order to inquire of 
insurance premium, much time should be spend.  
Central insurance of Islamic republic of Iran and 
insurance companies should identify the needful 
insurance covers of the insured and the insurants by 
way of carry out the marketing researches and try 
to provide the very insurance cover which is 
needful for the individuals. 
- Below suggestions are proposed in relation to the 
third hypothesis. 'If the advantages of the insurance 
cover or its service is exaggerated the insured's 
satisfaction decreases.' 
Elucidating the insurance policy;  
Concerning that the insurance policy mostly 
contains the related legal information and most 
people aren’t familiar with these technical terms, it 
is suggested that in order to explain to insured, 
experts are trained for guiding the insured correctly 
so that the insured with awareness of all the 
insurance policy aspects purchase the insurance 
cover. In fact, the insurers are bound to introduce 
and provide the insurance policy applied by the 
insured with all its weak and strength points. 
- Regarding the fourth hypothesis, 'If un-realistic 
expectations are formed in the insured, their 
satisfaction decreases.' Below suggestions are 
proposed; 
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The most reliable war for attracting the insured's 
confidence and guarantee the future of the 
company is providing service which is by far 
higher than the limit of the customer needs. The 
insurance institutions can access to the higher than 
the limit of customer expectations only in case that 
before anything are able to understand these 
demands and expectations. For this purpose, the 
insurance companies can use the new technology 
for attracting customer satisfaction. 
The system defining the insurance premium should 
be such a way that is able to attract customer 
satisfaction. For this purpose, in addition to the 
high insurance council should adopt systems to 
decrease the insurance premium, the insurers also 
should pay more attention to define the insurance 
premium with due regard to age, sex, job and 
medical records of the insured and instead of 
increasing the insurance premium, decrease their 
own sale and overhead expenses. 
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